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Turn in Quiz “Cheap but Good Marketing Research” 
Main Points
(1) Plan for the marketing research: i.e., Quartermile Co. started its marketing research without planning based on surveys, hence it failed. ***E.G.: “Managers need to categorize decisions into three areas. Is the decision applicable for the long or short run? Is it a strategic or tactical decision? Finally, what is the decision about?” p2. ***IMP.: You cannot move to the second step in marketing research without planning.
(2) Backward research is important after planning: i.e., “Sometimes the manager gets the report and tries to translate it into action. And then the manager discovers something. The report offers a lot of information, but doesn’t even suggest a course of action. The information is interesting, but doesn’t do the job the manager intended.” p3. ***E.G., “Here’s how you would expect a project would be carried out: the market researcher and the manager would define the problem. Then the researcher would check secondary sources for information, determine a research strategy, estimate its cost, design a questionnaire, produce a sample for all to see, then implement the research design, analyze the data, and write a report. p3. ***IMP., “The procedure sounds logical, but better to try turning that approach on its head. Turn to one that stresses close collaboration between researcher and corporate decision makers. It will markedly raise the odds that the researcher will come up with findings that are not only interesting, but will lead to actionable conclusion.” p3.
(3) Observation assist in marketing research: i.e., “Systematic observation can include watching customers, looking at – even touching and smelling – the products of the competition, staying in competitive motels, and having the competition change a defective car muffler..” p5 ***E.G., see the example. ***IMP., “Good marketers do this free research all of the time. But most of it is neither systematic nor purposeful. And it is only when it becomes planned, objective, and thorough that this becomes serious research.” p5. 
Action Steps
(1) Planning: Prioritize projects: “Break the projects suggested down to fit into categories. Categories A, B, C, D, E, and F, the most important to most unimportant respectively.” p2
(2) Planning: Move Ahead: “A timetable and budget should be developed for Category A items. Staff members should be assigned the responsibility of preparing and distributing RFPs (requests for proposal). Items will be eliminated as they are completed or are no longer relevant, and new items will be added. The planning process itself should also be reviewed. Then we move to resisting the research.” p3.
(3) Resist Research: “Once managers realize that research can be relatively inexpensive, they tend to want more and more. Their argument: “Since the cost can be kept low, why don’t we go ahead and do it?” Such thinking can lead to wasted funds and even a negative attitude toward research since those “why not” projects may produce nothing of real value of the managers.” p3.
Most Useful Point
Observation assist in marketing research: “Systematic observation can include watching customers, looking at – even touching and smelling – the products of the competition, staying in competitive motels, and having the competition change a defective car muffler..” p5.
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